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Antecedents and postcedents of satisfaction in seller-business relationships: 
positive and negative alter egos 
Abstract 
Purpose – This study explores a seller’s perspective in business relationships to validate 
whether the findings reported in previous studies based on buyer-business relationships apply 
to seller-business relationships. The purpose of this study was to test whether satisfaction 
functions as a connector between positive antecedents (trust and commitment) and negative 
postcedents (opportunism and conflict) in a business-to-business relationship, based on a seller 
perspective. 
Design/methodology/approach – A descriptive research design was applied and data was 
collected from Norwegian companies from the database of LinkedIn’s Sales Navigator. 
Respondents (sales or marketing managers/directors or key account managers) were asked to 
identify one main business customer with whom they had interacted in the last year. A total of 
213 responses could be used for data analysis. In addition, the measurement and structural 
models were assessed.  
Findings – Trust was established as a positive alter ego of opportunism, and opportunism as a 
negative alter ego of trust. Commitment was also determined to be a positive alter ego of 
conflict, with conflict being a negative alter ego of commitment. Furthermore, it was established 
that alter egos are not opposites, but facets of antecedents and postcedents in relation to a 
connector, satisfaction. 
Research implications – The tested model endorses the hypothesised relationships between 
trust, commitment, satisfaction, opportunism, and conflict in Norwegian business-to-business 
relationships. Satisfaction is linked to its two antecedents and its outcomes, and the 
hypothesised relationship between opportunism and conflict is also endorsed from a seller’s 
perspective in business-to-business relationships. 
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Managerial implications – The findings can assist the business-to-business industry to 
understand how trust and commitment foster satisfaction, how satisfaction influences 
opportunism and conflict, and how opportunism relates to conflict in a seller-business 
relationship. 
Originality/value – No previous study has focused on relationship marketing in business-to-
business relationships from a seller’s perspective to establish whether satisfaction functions as 
a connector between trust and commitment, and opportunism and conflict.  
 
Keywords Business-to-business relationship, Trust, Commitment, Satisfaction, Opportunism, 
Conflict 





For decades, the building of strong relationships in a business relationship environment has 
been founded on relationship marketing (RM) principles, such as trust, commitment and 
satisfaction (Barroso-Méndez et al., 2014; Cyr, 2008; Kao and Lin, 2016; Mikkelson et al., 
2016). In the 1990s, the seminal work of Morgan and Hunt (1994) highlighted the need for an 
RM approach towards relationship building that is based on the core principles of trust and 
commitment. Over the years, parties to a relationship develop a clear understanding that 
maintaining an existing partnership is less costly than acquiring a new partner. Therefore, it 
becomes increasingly important for both partners (seller and customer) to enhance the strength 
of an existing relationship rather than to secure a new one (Chang et al., 2015; Cockayne, 2016).  
Numerous research studies on business-to-business (B2B) relationships have been 
published since the early 1990s, mostly from a buyer’s perspective. These studies (Grönroos 
and Helle, 2012; Haas et al., 2012; Nyaga et al., 2010; Ulaga, 2003; Ulaga and Eggert, 2006) 
have determined the need for closer collaboration between parties in a B2B relationship to 
strengthen value creation in the relationship-building process. However, the majority of these 
studies contributing to B2B theory were from a buyer’s perspective, and not focused on the 
perspective of a seller in a business relationship.  
This study explores a seller’s perspective in business relationships to confirm whether 
the results in previous studies, based on buyer-business relationships, also apply to seller-
business relationships. Therefore, this study makes a contribution to expand on the relevance 
of existing theory and the findings reported in previous studies on business relationships, but 
from a seller’s perspective. This is specifically important considering the need in the B2B 
literature to develop an understanding of a seller’s perspective when building long-term B2B 
relationships. By understanding that relationship-specific adaptations are investments in 
adaptations to process, product, or procedures specific to the needs or capabilities of an 
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exchange partner secures an improved understanding of the needs of both the supplier and the 
buyer (as a customer), and not just the latter in the relationship-building process.  
This study starts from the premise that satisfaction is a connector between trust and 
commitment as positive antecedents (Farrelly and Quester, 2005; Jiang et al., 2011; Roberts-
Lombard et al., 2019), and between opportunism and conflict as negative postcedents (Bai et 
al., 2016; Kang and Rupinder, 2015; Mysen et al., 2011) in seller-business relationships. 
Previous literature has argued, based on buyer-business relationships, that higher levels of trust 
lead to enhanced positive experiences and increased levels of satisfaction (Barreda et al., 2015; 
Lassoued and Hobbs, 2015). Wu et al. (2018) established that trust between parties in a B2B 
relationship is strengthened when the level of satisfaction experienced is raised, leading to more 
commitment to the relationship. This argument is supported by Mbango (2017), who stated that 
commitment is a critical element in RM literature and has a strong influence on the satisfaction 
experience of parties in a relationship. RM theory validates the importance of trust and 
commitment as critical factors in the long-term B2B relational process. RM theory argues that 
relationship strength is influenced by trust and commitment, which affect the satisfaction 
experience of the parties towards the relationship over a period of time (Fatima et al., 2018; 
O’Reilly and Eckert, 2014; Sarmento et al., 2015). Contrarily, transaction cost (TC) theory 
argues that the risk of opportunism and conflict in a relationship can be lowered if both parties 
understand the risk of fixed and continual TCs, such as opportunism and potential conflict, 
before initiating a relationship (Meghwani and Thakur, 2018; Ozkan-Tektas and Basgoze, 
2017; San-Martín and Jimenez, 2017).  
 The study makes a clear contribution to literature on RM by indicating that the 
recognised relationships between satisfaction and its antecedents (trust and commitment) and 
postcedents (opportunism and conflict) are also evident in a seller-business relationship. The 
various constructs pertinent to the RM and TC theories explored in this paper have not been 
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studied in combination from a seller-business perspective in a B2B environment. Furthermore, 
a proposed model is provided, which confirms the B2B relationships between the proposed 
constructs in the study from a seller’s perspective, with a focus on positive and negative alter 
egos. From a managerial perspective, the study contributes by possibly assisting businesses to 
have an improved understanding of how trust and commitment can nurture customer 
satisfaction from a seller’s perspective, which can eventually secure lower levels of 
opportunism and conflict between parties in a B2B relationship. 
The next section looks at the two theories that ground the study. This is followed by a 
theoretical overview supporting the different constructs in the study and the formulation of 
pertinent hypotheses, which are reflected in the proposed model. Furthermore, a perspective on 
the research methodology is provided, followed by a discussion of the results, the theoretical 
and practical contributions of the study, and the managerial implications proposed. 
 
2. Theoretical framework and hypotheses proposed 
The study is founded on the principles of the RM and TC theories in terms of the different 
constructs studied and the proposed relationships between them. Ndubisi and Nataraajan (2016) 
stated that the global business environment has become increasingly dynamic and volatile over 
the past decade. This necessitates the establishment and maintenance of more long-term 
relationships to strengthen competitiveness in a dynamic business environment. RM 
encompasses a relational approach between two parties that is built on the repetition and 
maintenance of the strong engagement between them. Such engagement is driven by the 
economic and social benefit obtained through sustaining the relationship in the long term (San-
Martín et al., 2016). The importance of RM was established through the seminal work of 
Morgan and Hunt (1994), who emphasised the importance of a relational approach towards 
customer management, focusing on attracting, maintaining and enhancing relationships in 
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multiple market segments. Miquel-Romero et al. (2014) concurred, stating that RM is grounded 
in a philosophy based on the development of different strategies to establish relationships with 
diverse customer segments. RM encompasses the development of these relationships and 
efforts to ensure that they are maintained and professionally managed over the long term to 
create added value.  
TC theory has developed into an important theoretical framework to secure an informed 
understanding of organisational boundary-spanning decisions. It is an evolving theory that is 
constantly adapted, reformulated and extended as a result of renewed theoretical and empirical 
advances (Geyskens et al., 2006). TC theory encompasses an understanding of the benefits-
costs relationship in B2B markets (Dagdeviren and Robertson, 2016). This is especially 
important considering that in a B2B market environment, the prevalence of opportunism and 
its potential to create conflict in a B2B partnership are part of the business landscape (Gould et 
al., 2016). TC theory focuses on the governance structures related to various types of exchange 
between a customer and a buyer, with the intention of maximising the economies for a specific 
party to the relationship (Alaghehband et al., 2011). McIvor (2009) argued that an 
organisational customer must become more understanding of the influence of TCs when 
engaging with a seller. This understanding becomes increasingly important when there is the 
potential for opportunism, leading to possible conflict in the relationship that could reduce 
satisfaction levels (Luo et al., 2015). Therefore, parties (e.g., sellers) in a B2B relationship will 
become more willing to commit to the relationship if the total TC (fixed and continual costs 
like opportunism and conflict) is lowered (Yasuda, 2005). 
Considering the discussion above, this study is grounded in the philosophies of the RM 
and TC theories to hypothesise the relationships between the proposed constructs in a B2B 
environment. No previous study in a Norwegian B2B context has applied the RM and TC 
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theories to explore the antecedents and postcedents of satisfaction in seller-business 
relationships with a focus on positive and negative alter egos. 
 
3. Validating the relevance of relationship marketing in seller-business relationships 
RM is the basis of a relational approach towards relationship building, emphasising a long-term 
orientation towards relational exchange. Such a relational approach should be built on a 
partnership approach grounded in inclusiveness where all parties to the relationship feel valued 
and respected (Camarero et al., 2018; Gummerus et al., 2017). The management of supplier-
business relationships is complex because such relationships are characterised by intimacy, 
intricacies and having a long-term orientation. However, the desire to develop and keep strong 
business relationships is more relevant in a B2B context than in business-to-consumer (B2C) 
markets, because in a B2B context, the partners to a relationship deal with orders involving big 
currency volumes. As a result, managing supplier-business relationships through a RM 
approach can secure that both sellers and buyers receive higher levels of income and eventually 
greater profits from the relationship in the long term (Rauyruen and Miller, 2007; Sarmento et 
al., 2015). Therefore, both parties to a relationship need to understand the critical role played 
by RM in the management of supplier-business relationships. Former research studies on B2B 
markets with a relational focus have investigated the constructs of trust, commitment, 
satisfaction, opportunism and conflict from a non-seller’s perspective in B2B relationships (see 
Table I). Hence, the lack of B2B research considering an understanding of the importance of 
relational constructs from a seller’s perspective supports the importance of this study to B2B 
research. 
 




Considering the large number of research studies on B2B research in supply channel 
relationships conducted from a generic partnership perspective in supply channel relationships 
(refer to Table I), an understanding of a seller’s perspective becomes more important to ensure 
that a relationship mutually beneficial to all parties is secured in the long term. Increasingly, 
marketing scholars and practitioners (Gaurav, 2016; Kaski et al., 2017; Keung et al., 2015; 
O’Reilly and Eckert, 2014; Segarra-Moliner et al., 2013) argue that the sustainability of supply 
channel relationships in future will be guided by an understanding of seller expectations and 
their preferences in B2B relationship building. As a result, an increased focus on trust and 
commitment as antecedents to satisfaction, and opportunism and conflict as postcedents is 
required. Various other antecedents (emotion, positive disconfirmation, perceived value, and 
product quality) and postcedents (loyalty, positive word of mouth, price tolerance, and 
repurchase likelihood) of satisfaction have been explored before (Balaji, 2009; Mbango and 
Mmatli, 2019; Ruiz-Alba et al., 2019). However, marketing scholars like Fullerton (2011), 
Jimenez et al. (2016), and Wang et al. (2015) validate the growing importance of understanding 
trust and commitment as antecedents of satisfaction and opportunism and conflict as 
postcedents, considering the increased competitiveness and fragile nature of B2B relationships. 
 
4. Satisfaction as an intervening variable in relationship marketing research 
Numerous research studies (Fang et al., 2014; Fernández-Sabiote and Román, 2016; Jeong and 
Oh, 2017; Rubera and Kirca, 2017; Suki, 2011; Voldnes et al., 2012) support the use of 
satisfaction as a connector in research on relationship building as reflected in Table II.  
 




The studies referred to in Table II provide support for satisfaction as an important connector of 
relational constructs from a RM perspective. These researchers argue that satisfaction is an 
important element that influences the decision to continue or discontinue with a relationship. 
Marketing scholars have validated the importance of satisfaction as a central element in the 
exchange process between two parties (Hutchinson et al., 2011; Mpinganjira et al., 2014; 
Rindell et al., 2013). Satisfaction is perceived as an outcome that can either be positive or 
negative and that is measured over time (Arcand et al., 2017). In addition, satisfaction can be 
categorised as being economical or non-economical. Transactional satisfaction refers to the 
assessment of economic outcomes that flow from the relationship between parties, while non-
economical satisfaction is more focused on the psychological attributes of the relationship, such 
as joyfulness and contentment (Kaura et al., 2015; Mpinganjira et al., 2017). In the context of 
this study, the overall satisfaction of the seller was appraised from a non-economical 
perspective, resulting in the measurement of satisfaction as a unidimensional construct. 
Moreover, the measurement of satisfaction, for the purpose of this study, secured a focus on the 
nature of the relationship between parties, whether such a relationship is positive or not, and 
the level of contentment that the supplier has in the relationship. 
 
5. Theoretical model development 
5.1. Interrelationship of trust and satisfaction 
Medina and Rufín (2015) referred to trust as the belief that one party to a relationship will 
behave in a socially responsible manner, thereby measuring up to the expectations of the party 
who trusted. Trust is perceived as a critical element in securing positive attitudes, intentions 
and behaviours between parties in the relationship-building process, which can lead to 
satisfaction (Salleh, 2016). In RM literature, various researchers have argued that trust and 
satisfaction are critical components in establishing and developing seller-business relationships 
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that are successful and long-term-orientated (Cheng et al., 2017; Jimenez et al., 2016; Kim, 
2010; Tsao and Hsieh, 2012). The positive expectations of one party (e.g., a seller) towards the 
behaviours of another party (e.g., a business customer) directly impact trust, which influences 
the outcome of satisfaction (Høgevold, Svensson & Otera-Neira, 2020; Chen and Chang, 2013). 
Trust has been validated as an antecedent of satisfaction in RM literature, ensuring a positive 
relationship between trust and satisfaction (Hung et al., 2012; Izogo, 2016; Sarmento et al., 
2015; Voldnes et al., 2012). Therefore, the following hypothesis is proposed:  
H1. Trust relates positively to satisfaction in seller-business relationships. 
 
5.2. Interrelationship of commitment and satisfaction 
Commitment has been extensively researched as a key element in the building of long-term 
relationships between two parties (Boateng and Narteh, 2016; Morgan and Hunt, 1994; 
Nyadzayo et al., 2015; Theron et al., 2008). Commitment encompasses a willingness to uphold 
a relationship with a partner (Pansari and Kumar, 2017). Su et al. (2016) argued that a 
favourable previous experience that led to satisfaction results in positive reinforcement towards 
long-term commitment. Thus, one party’s commitment to a relationship comprises an emotional 
connection that is founded on a satisfactory experience, indicating the intent to be in the 
relationship for a longer period (Chiu et al., 2015; Su et al., 2016). Therefore, a business 
customer can have a greater intention to be committed to a relationship if the seller adheres to 
specific expectations within the seller-business relationship. As a result, RM literature asserts 
that commitment can be perceived as a precursor to satisfaction (Reydet and Carsana, 2017; 
Shukla et al., 2016; Su et al., 2016; Wu et al., 2012). Consequently, the following hypothesis 
is proposed: 




5.3. Trust as an antecedent to commitment  
RM literature features in a lot of research on trust as a key element in relational exchange and 
as an antecedent to commitment (Boateng and Narteh, 2016; Dubey et al., 2019; Morgan and 
Hunt, 1994; Theron et al., 2008). In their seminal work on the commitment-trust theory, 
Morgan and Hunt (1994) argued that trust secures confidence in a partner, ensuring a 
willingness to commit. Boström (2015) and Martins et al. (2017) concurred, reporting that trust 
creates confidence and a feeling of security, despite the presence of uncertainty in a specific 
situation. Mpinganjira et al. (2014) declared that the concept of trust can be viewed from two 
perspectives: interpersonal and interfirm. In this study, trust will be investigated from an 
interfirm perspective in seller-business relationships. Interfirm trust is defined as the belief that 
the other party will act, as expected, in a socially responsible way, thus meeting the expectations 
of the party who trusted. Such an approach reduces the social complexity resulting from the 
behaviour of independent agents who cannot always be controlled or anticipated, reducing the 
risk and uncertainty involved in the interaction with them (Medina and Rufín, 2015). From an 
interfirm perspective, the concept of trust encompasses characteristics like consistency, 
competence, honesty, integrity, responsibility and kindness, and is critical in enhancing the 
commitment of a partner to a relationship (Linhares et al., 2016). Trust in seller-business 
relationships can be an indication of the willingness of parties to a relationship to continue with 
the relationship. Therefore, trust can be viewed as positive in influencing the commitment of 
parties to a relationship, and as being an antecedent of commitment in RM literature (Ng et al., 
2016; Theron et al., 2008). Against this background, the following hypothesis is proposed: 





5.4. Interrelationship of satisfaction, opportunism and conflict 
The most prominent definition of opportunism is that of Williamson (2007, p. 47), who 
described opportunism as “self-interest-seeking behavior with guile”. Guile refers to an 
overlooked intention that suggests treacherous, scheming, and dishonest behaviour in return for 
the actions of a partner in, for example, a seller-business relationship context (Seggie et al., 
2013). San-Martín and Jimenez (2017) argued that satisfaction is a relational construct that is 
directly related to opportunism in a negative manner. Therefore, a partner has to evaluate the 
potential occurrence of opportunistic behaviour by the other partner to secure a lowering in the 
cost of opportunism (Chiou and Shen, 2006). Opportunities for opportunism prevail, 
specifically in small-number bargaining situations where there are no perfect market conditions 
(Dahlstrom et al., 2014). Consequently, the presence of opportunism poses a high risk for 
developing long-term seller-business relationships (Zhou et al., 2015). Considering this, it can 
be contended that the prospect of opportunism is greater in situations where the satisfaction 
experience between two parties is lowered. However, a lower chance of opportunism is possible 
when both parties experience increased levels of satisfaction through beneficial engagements. 
Considering this background, the following hypothesis is proposed: 
H4. Satisfaction relates negatively to opportunism in seller-business relationships.  
 
Bambauer-Sachse and Rabeson (2015) stated that elevated levels of satisfaction in a seller-
business relationship reduce both parties’ willingness to engage in negative communication or 
conflict. Thus, when both parties are satisfied with the outcome(s) of the relationship, the 
opportunity for conflict is minimised (Ng, 2012). As a result, the higher the satisfaction 
experience, the lower the opportunity for conflict (Ozkan-Tektas and Basgoze, 2017). Hence, 
it becomes increasingly important to understand that delivering customer expectations enhances 
satisfaction and reduces dissatisfaction (Park and Park, 2016). The failure to address 
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dissatisfaction can raise the possibility for conflict in the seller-business relationship-building 
process. Nevertheless, ensuring a positive customer experience increases the potential for 
satisfaction and lowers the possibility of conflict between a seller and a business customer 
(Varela‐Neira et al., 2010). Consequently, the following hypothesis is proposed: 
H5. Satisfaction relates negatively to conflict in seller-business relationships. 
 
5.5. Interrelationship of opportunism and conflict 
Jap et al. (2013) argued that opportunism is a strong driver of conflict in the seller-business 
relationship-building process, which may lead to the dissolution of the relationship. 
Opportunism violates the expectations between a seller and business customer, resulting in 
lower value expectations between the two parties and a negative relational experience, which 
can lead to conflict in the seller-business relationship (Ertimur and Venkatesh, 2010). 
Considering this, it is important to understand that opportunism is a direct form of deception 
and misrepresentation that negatively influences the seller-business relationship, causing lower 
levels of relationship commitment in the long term (Paswan et al., 2017). Therefore, since 
opportunism generates insecurity and inefficiencies in the seller-business relationship-building 
process, it can lead to conflict in the relationship between two business partners (Gould et al., 
2016; Zhou et al., 2015). As a result, the following hypothesis is proposed: 
H6. Opportunism positively influences conflict in seller-business relationships. 
 
Figure 1 illustrates the conceptual model applied to this study to explore the interrelationship 
between trust, commitment, satisfaction, opportunism, and conflict as relationship constructs in 
business relationship building. Although these constructs are widely researched in RM, such 
research is predominantly from a buyer’s perspective. This study examines the relationships 
between the proposed constructs from a seller’s perspective in supply channel relationships. 
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Such research contributes to the RM literature in B2B research, as the long-term viability of 
relationships between a seller and buyer also necessitates a greater understanding of the seller’s 
perspective on the factors under investigation in the proposed model. The proposed model 
postulates that trust and commitment are positive antecedents to satisfaction, and opportunism 
and conflict are negative postcedents. Satisfaction is also proposed as a connector between 
positive antecedents and negative postcedents, as indicated in the model proposed. 
 
INSERT FIGURE 1 HERE 
 
6. Research methodology 
6.1. Research context and sample 
A cross-sectional study was conducted and a quantitative research design was applied to address 
the research aim and the different hypotheses developed for the study. In addition, the study 
was descriptive, when considering the nature of the research problem being investigated. The 
population of interest comprised Norwegian companies across industries with at least 50 
employees on the Norwegian database of LinkedIn’s Sales Navigator. The study focused 
specifically on sales or marketing managers/directors or key account managers in order to 
research seller-business relationships. The survey had 523 participants. The study applied 
purposive sampling for the selection of sales or marketing managers/directors or key account 
managers at each of the companies participating in the study. This sampling technique was used 
to select these key informants because the study focused on business relationships from a 
seller’s perspective. Sales or marketing managers/directors or key account managers work 
directly with the business buyers, making them more informed about relationship issues with 
these buyers. Cresswell and Clark (2011) stated that purposive sampling is relevant when 
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identifying and selecting individuals or groups of individuals who are experts and 
knowledgeable with a phenomenon of interest.  
The selected key informants at each company were then given a Qualtrics link and asked 
to complete a questionnaire online. In total, 213 correctly completed questionnaires were 
returned, generating a valid response rate of 40.7%. Table III illustrates that the studied seller-
business relationships represent a cross-industrial sample in Norway as well as the full-time 
employee equivalent, and the size of the annual turnover of the companies ranges widely.  
 
INSERT TABLE III HERE 
 
Based on their seller perspective, respondents were requested to select one important business 
customer with whom they had interacted in the preceding year. The participants were asked to 
keep the selected customer in mind when answering the questionnaire. To ensure 
confidentiality, key informants were not requested to name the selected customer.  
Two items were included as informant competency checks in the questionnaire 
(Campbell, 1955) to establish how educated and experienced the respondents were concerning 
their companies’ knowledge about the customer and experience in business dealings with the 
selected customer. These items were: (a) “I have a lot of knowledge about this customer” and 
(b) “I have a lot of experiences with this customer”. A total of 99.5% of the respondents 
indicated that they had a good amount of knowledge about the customer, and 94.5% said that 
they also had a good number of experiences with the customer. Consequently, all but one of the 
213 respondents surveyed were used in the data analysis (one non-response bias). 
Furthermore, the study’s managerial implications were verified by three additional 
marketing managers/directors or key account managers who were not part of the seller-business 
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customer survey. These informants were selected on the basis of a judgemental criterion of 
having longstanding sales experience to assess the managerial implications adequately. 
 
6.2. Constructs and items 
The 15 items used to measure the interrelationship of the different antecedents, connector and 




o Trust – Zaheer et al. (1998)  
o Commitment – Anderson and Weitz (1992); Morgan and Hunt (1994) 
• Connector: 
o Satisfaction – Andaleeb (1996) 
• Postcedents: 
o Opportunism – Dahlstrom and Nygaard (1999) 
o Conflict – Brown et al. (1983); Coughlan et al. (2001); Lee (2001); Ren and Gray (2009)  
 
A five-point Likert-type scale was used to determine the degree to which respondents agreed 
or disagreed with the items provided in the questionnaire relating to the antecedents and 
postcedents of satisfaction in the seller-business customer research model. The scale points 
ranged from (1) “strongly disagree” to (5) “strongly agree”. The items used in the study were 
changed to a minor extent to fit the context of seller-business relationships (e.g., the word 
“supplier” was replaced with “customer”). After the data has been edited, it was cleaned and 
entered into SPSS 24.0. The assessment of the measurement and structural models was secured 
through the use of Amos 24.0. Before the assessment of the structural model, assumptions 
 
 17 
underlying covariance-based structural equation modelling using Amos 24.0 and related to 
linearity and multicollinearity were addressed (Gaskin, 2013). 
 
7. Empirical findings 
Confirmatory factor analysis was done based on a measurement model of six constructs and 
their 18 indicator variables, using SPSS/Amos 24.0. Table IV provides an overview of the 
mean, standard deviation, variance explained, and factor loading of each item per construct of 
the seller-business relationship research model. 
 
INSERT TABLE IV HERE 
 
Table IV reveals that the explained variance ranges from 0.58 to 0.87, and the factor loadings 
range from 0.76 to 0.93. Therefore, the items used to measure the antecedents and postcedents 
of satisfaction in the seller-business relationship research model meet the recommended 
thresholds of 0.5 for explained variance and 0.7 for factor loadings. Consequently, the average 
of explained variance and the average of factor loadings exceed the 0.5 and 0.7 thresholds. 
 
7.1. Measurement and structural research models 
The goodness-of-fit measures of the measurement model that were used to measure the 
antecedents and postcedents of satisfaction in the seller-business relationship research model 
are in line with the recommended guidelines (Hair et al., 2014). The chi-square is 151.20 with 
80 degrees of freedom. This chi-square is statistically significant at p = 0.00 with a sample size 
of N = 213. In addition, it was established that the fit statistics are satisfactory, regarding the 
measurement model to measure the antecedents and postcedents of satisfaction in the seller-
business relationship research model. The normed chi-square (X2/df) is 1.89, while the Normed 
 
 18 
Fit Index (NFI) is 0.94, the Incremental Fit Index (IFI) is 0.97, the  Tucker Lewis Index (TLI) 
is 0.95, the Comparative Fit Index (CFI) is 0.97, and the Root Mean Square Error of 
Approximation (RMSEA) is 0.065 with a 90% confidence interval (0.049-0.080). Therefore, 
the hypothesised relationships in the seller-business relationship structural model of 
antecedents and postcedents of satisfaction were tested, as illustrated in Figure 2. 
 
INSERT FIGURE 2 HERE 
 
Furthermore, from the results it was established that the chi-square value is 198.70 with 84 
degrees of freedom, based on the seller-business relationship structural model. This chi-square 
is statistically significant at p = 0.000. In addition, it was determined that the other fit statistics 
are deemed satisfactory. The value of the normed chi-square (X2/df) is 2.37, while the NFI value 
is 0.92, the IFI is 0.95, the TLI is 0.93, the CFI is 0.95, and the RMSEA is 0.080 with a 90% 
confidence interval (0.066-0.095). All these values fall within the recommended guidelines 
(Hair et al., 2010). Moreover, it was established that the six hypothesised relationships in the 
structural seller-business relationship research model (see Figure 2) are significant at p = 0.000. 
Table V indicates that the standardised regression weights range between -0.35 and -0.57 for 
satisfaction’s relation to opportunism and conflict respectively, and between 0.33 and 0.62 for 
trust’s relation to commitment and satisfaction respectively. Table V indicates, based on 
maximum likelihood estimation, that the six hypotheses of antecedents and postcedents of 
satisfaction are supported in the seller-business relationship research model. 
 





7.2. Construct reliability and validity  
Table VI indicates the different measures in relation to the tested seller-business relationship 
research model, providing satisfactory support for construct validity (convergent, discriminant, 
and nomological) and reliability (composite trait).  
 
INSERT TABLE VI HERE 
 
Convergent validity was considered, which signifies the extent to which the individual items in 
a construct share variance between them (Hair et al., 2014). It takes into account the variance 
extracted from each construct. Table VI reveals that the variance extracted for all constructs in 
the seller-business relationship research model on antecedents and postcedents of satisfaction, 
exceeds the recommended threshold of 50%, ranging from 69.0% to 80.3%. Discriminant 
validity was also considered, indicating whether the seller-business relationship research model 
on antecedents and postcedents of satisfaction contains separate constructs, by comparing the 
variance extracted to the squared interconstruct correlations (Hair et al., 2014). The variance 
extracted should be larger than the corresponding squared interconstruct correlations. Table VI 
shows that this is met for all constructs, indicating that the seller-business relationship research 
model confirms discriminant validity. 
Moreover, nomological validity was considered in the study, referring to the directions 
of hypothesised relationships (as shown in Figure 2) between the constructs in the seller-
business relationship research model on antecedents and postcedents of satisfaction. Table V 
indicates that the hypothesised relationships are all significant in the seller-business relationship 
research model. In addition, the hypothesised relationships are in accordance with existing 
theory and studies regarding antecedents and postcedents of satisfaction. Therefore, Table V 
reveals nomological validity. Composite trait reliability was also used to assess the reliability 
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of the constructs in the seller-business relationship research model on antecedents and 
postcedents of satisfaction. Table VI shows that all constructs exhibit a composite trait 
reliability that exceeds 0.7 (Hair et al., 2014). Consequently, construct reliability ranges from 
0.89 to 0.93.  
In conclusion, Table VI indicates that the recommended guidelines for convergent, 
discriminant and nomological validity and for composite trait reliability are all met (Hair et al., 
2014). Hence, it can be argued that the measurement and structural properties of the research 
model on antecedents and postcedents of satisfaction in Norwegian seller-business relationships 
indicate satisfactory validity and reliability. 
 
7.3. Rival model 
The researchers also tested a seller-business relationship rival model in relation to the seller-
business relationship research model (see Figure 1) by reversing the direction of hypothesised 
relationships between satisfaction and opportunism (H4), and satisfaction and conflict (H5). 
The reversed relationships turned out to be non-significant. The influence of opportunism on 
satisfaction becomes non-significant at a p-value of 0.39, with a positive regression coefficient 
of 0.10. The influence of conflict on satisfaction also becomes non-significant at a p-value of 
0.11, with a negative coefficient of 0.13. The positive relationship between opportunism and 
conflict (H6) remains significant at a p-value of 0.00, with a positive regression coefficient of 
0.70. All other hypothesised relationships (H1, H2 and H3) between trust, commitment and 
satisfaction remain significant at p-values of 0.00, with positive regression coefficients ranging 
between 0.35 and 0.60. Thus, the findings of the seller-business relationship rival model cannot 
be considered relevant. However, the results of the seller-business relationship research model 




8. Research implications 
The contribution of the study is both theoretical and practical. Theoretically, the positive 
relationship of trust and commitment to satisfaction is well known in literature, as well as the 
negative relationship between satisfaction and opportunism and conflict. The tested seller-
business relationship research model on antecedents and postcedents of satisfaction in the study 
confirms the positive and negative relationships between them. The study established that trust 
is a type of positive alter ego of opportunism, while opportunism is a kind of negative alter ego 
of trust. Commitment is also a type of positive alter ego of conflict, while conflict is a kind of 
negative alter ego of commitment. Strictly speaking, the alter egos are not opposites, but facets 
of antecedents and postcedents in relation to a connector.  
At the same time, commitment is a kind of alter ego of trust, but a positive one, as 
revealed in the tested seller-business relationship research model. Conflict is also a type of alter 
ego of opportunism, but a negative one. The seller-business relationship research model 
supports the alter ego logic between the tested constructs. In summary, this research does not 
only confirm the hypothesised relationships in the seller-business relationship research model, 
but more importantly contrasts positively loaded relationship quality constructs (trust and 
commitment) with negatively loaded ones (opportunism and conflict) through a connector 
(satisfaction). Therefore, the positively and negatively loaded constructs of antecedents and 
postcedents are considered to be alter egos – two sides of the same coin. It is argued that the 
tested seller-business relationship research model on antecedents and postcedents offers 
relevant and valuable insights to understanding the actions and interactions undertaken in 
business relationships based on a seller perspective. This is especially important considering 
that satisfaction as a connector between trust, commitment, opportunism and conflict (as other 
relational constructs) positions itself in RM literature as a critical factor when building long-
term relationships (Fang et al., 2014; Fernández-Sabiote and Román, 2016; Jeong and Oh, 
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2017; Rubera and Kirca, 2017; Suki, 2011; Voldnes et al., 2012). Consequently, business 
partners need to understand that satisfaction reflects the current status of contentment of a 
partner, based on principles like trust and commitment, and influenced by negative influences, 
such as opportunism and conflict in the business relationship. Hence, the development of a 
long-term relationship between partners is guided by the level of satisfaction experienced by 
both parties. The satisfaction levels experienced are influenced, amongst others, by different 
relational factors that guide the emotional experience of the partner, ultimately influencing a 
willingness or unwillingness to secure future relational development. Although an 
understanding of both the seller and buyer in business relationships is at issue, the tested 
research model focuses on the seller’s perspective. Numerous other studies centre on the 
buyer’s perspective, so this paper complements existing theory and research on relationship 
quality from a seller’s perspective. 
Practically, the study attempts to assist customers and sellers in a B2B relationship 
across industries to better understand how trust and commitment can strengthen customer 
satisfaction, eventually leading to reduced conflict and opportunism. This outcome will be 
influenced by the level of trust that the business customer has towards the seller in the B2B 
relationship, which will affect the level of commitment in the long term. Jeong and Oh (2017) 
noted that it remains critical to understand that the building and management of B2B 
relationships are not static. The expectations of parties to the relationship continuously evolve 
due to previous experiences, the level of mutual dependence, and trust beliefs, since different 
parties can have different expectations from the relationship over time. Considering this, it 
becomes vital for sellers across industries in a B2B environment to understand their customers’ 
trust expectations and to reduce opportunities for conflict and opportunism through professional 
management and the application of ethical values and integrity to the relationship. A seller’s 
improved understanding of business customer expectations can lead to the customer’s desire to 
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become increasingly committed to the relationship. Therefore, viewing trust and commitment 
as antecedents, and conflict and opportunism as postcedents of satisfaction, and managing them 
professionally as alter egos of satisfaction can enhance overall customer experience, leading to 
increased dedication by the business customer to the relationship. 
 
9. Managerial implications 
The well-being of a business relationship depends on managing multiple positive and negative 
facets continuously as the relationship continues. Three sales directors were asked in a follow-
up study for their views on the managerial implications of this study. This was done to reconnect 
the results of this research with the industry insights of practitioners, all of whom generated 
numerous key points of relevance and value to them.  
Firstly, the practitioners commented that favourable trust as an antecedent of 
satisfaction for seller-business relationships offers the following key managerial benefits: it 
offers a foundation to develop the seller-business relationship; it provides peace of mind for the 
seller, indicating less trouble, stress and uncertainty about having a predictable relationship with 
the customer; it helps to create a more enjoyable working atmosphere with the customer; and it 
supports a satisfactory perception of the seller-business relationship. This finding is in 
alignment with the findings of Kaski et al. (2017), stating that trust is a critical foundation in 
the building of long-term relationships between partners. deLeon and Chatterjee (2017) and 
Guo et al. (2018) concurred, stating that trust between parties in a business relationship is of 
critical importance to lower the perception of relational risk, and to strengthen a willingness to 
pursue the relationship further. 
Secondly, the practitioners identified the following key managerial benefits of 
commitment as an antecedent of satisfaction for the sellers in the relationship with customers: 
it provides a platform to improve planning with the customer; it prioritises the customer, since 
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sellers invest more time in the relationship; it enables better solutions to be offered and 
customers to be prioritised to receive new products; and it strengthens bonding in seller-
business relationships. At the beginning of the new millennium, researchers like Skarmeas et 
al. (2002) already confirmed the importance of relationship commitment. These authors 
perceive commitment as an important factor to strengthen future engagement and coordination 
between parties. Commitment is perceived as a requirement for the establishment of future 
relationships between parties. All parties to a relationship will only consider a long-term 
orientation if both parties receive value (benefits) from the relationship, and illustrate a 
willingness to engage with another around issues of mutual interest (Briggs et al., 2016; Wang, 
2018; Yang, 2015).  
Thirdly, the practitioners identified the following managerial implications of positive 
satisfaction with the customer: customers are prioritised; willingness to share information with 
them increases; the seller-business relationship is opened up; extra effort is invested in 
customers; the job situation is more satisfying and based on being more comfortable and happy; 
and the seller-business relationship becomes more secure and stable. Melewar et al. (2017) and 
Nyadzayo and Khajehzadeh (2016) agreed with the findings of this study, stating that 
satisfaction is an important factor that a buyer or seller should consider when considering future 
engagement. Furthermore, Fullerton (2011) and Lee et al. (2015) argued that parties to a 
relationship illustrate a greater willingness to share information, develop open communication 
channels grounded in honesty and integrity, and perceive the relationship as stable when there 
is evidence of previous satisfactory experiences. Considering this, satisfaction is regarded as a 
key outcome of business relationships that is required to stimulate future relational growth and 
business partner value creation in the long term (Rindell et al., 2013).  
Fourthly, the practitioners identified the following managerial implications of 
opportunistic customers in the seller-business relationship: customers do not get the best offers; 
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customers are not prioritised to receive new product launches; and conflicts may arise in the 
seller-business relationship. The practitioners agreed that opportunistic seller behaviour creates 
short-term gains, but results in conflict with customers, leading to a loss of customer support 
and a breakdown in the seller-business relationship. However, such a scenario can be avoided 
by good sales management, the ability to understand the customer, and having empathy with 
the customer. Consequently, sales staff training and achievable goals are important to enable 
seller representatives to reach budget targets without shortcuts through opportunism. Dahlstrom 
et al. (2014) concurred with the findings of this study, stating that opportunism negatively 
impairs the ability of partners to build a long-term relationship due to a lack of honesty and 
integrity caused by opportunistic behaviour. Such behaviour leads to a reduced willingness to 
collaborate between partners due to feelings of insecurity, ultimately leading to conflict and the 
potential breakdown of the relationship (Zhou et al., 2015). Parties to a relationship should 
therefore refrain from self-interest when engaging with each other, but rather be guided by 
elements of mutual benefit, added value, understanding and continuous engagement when 
developing a long-term relationship (Hartmann and Herb, 2014; Yang et al., 2017).  
Finally, the practitioners identified the following managerial implications of conflict in 
seller-business relationships: time is lost in resolving the situation instead of selling to new or 
existing customers; worries are created and energy drains away from the building and 
strengthening of existing and new seller-business relationships; time is ineffectively used on 
the wrong customers; customers are lost, leading to a loss of revenue and of further sales 
opportunities; and the risk of losing the seller-business relationship is created. Nevertheless, the 
loss of one customer can create an opportunity for new ones. Research conducted by Lee (2001) 
and Zaheer et al. (1998) argues that conflict is inevitable and that business partners will not 
always agree on similar objectives when contemplating a business relationship. However, the 
professional management of conflict between parties is of critical importance to secure 
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continuous business engagement and open communication (Bradford and Weitz, 2009; Yen et 
al., 2017), thereby developing a solution for all parties to consider. Varela-Neira et al. (2010) 
emphasised the importance of managing conflict in a fast and professional manner, stating that 
the inability to address conflict can result in lower levels of satisfaction, business partner 
relationship fracture, as well as the loss of customers due to emotions of frustration and 
discontent. 
In summary, the practitioners perceived trust and commitment as two positive 
antecedents to satisfaction, while opportunism and conflict were perceived as two negative 
postcedents. They appear to be the two sets of positive and negative alter egos in seller-business 
relationships. 
 
10. Conclusions and suggestions for future research 
The purpose of this study was to investigate whether satisfaction functions as a connector 
between positive antecedents (trust and commitment) and negative postcedents (opportunism 
and conflict) in a B2B relationship, based on a seller perspective. The study concluded that the 
seller-business relationship research model on antecedents and postcedents of satisfaction 
provides insights into the sales perspective in business relationships. Firstly, it was established 
that the antecedents of trust and commitment relate positively to satisfaction, while the 
postcedents of opportunism and conflict relate negatively to satisfaction. Secondly, it can be 
argued that trust relates positively to commitment, and that opportunism relates positively to 
conflict. 
This study contributes to connecting antecedents and postcedents in seller-business 
relationships through satisfaction. By extension, it also contributes to connecting positively 
loaded constructs, such as trust and commitment, with negatively loaded ones like opportunism 
and conflict. The antecedents are not opposite to the postcedents; rather, trust and commitment 
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complement opportunism and conflict in business relationships. Therefore, this study 
contributes by contextualising trust and commitment as well as opportunism and conflict 
around satisfaction. Evidently, there are other antecedents and postcedents that offer 
opportunities for further research.  
This study contains several limitations that offer opportunities for further studies on 
precursors and outcomes of satisfaction in business relationships. Firstly, it is limited to 
Norwegian business relationships, but provides a research model for assessing antecedents and 
postcedents in business relationships for other countries to be considered in future. Secondly, it 
is limited to a seller’s perspective on the precursors and outcomes of satisfaction, providing an 
opportunity to assess the buyer’s perspective in future research. Thirdly, only two antecedents 
to satisfaction (trust and commitment) and two postcedents (opportunism and conflict) were 
considered in a single country setting. However, the study does provide concise insights into 
these two antecedents and postcedents of satisfaction within a B2B setting. An understanding 
of this should assist sellers in a B2B relationship to secure enhanced knowledge of the influence 
of trust, commitment, opportunism and conflict on satisfaction when building relationships with 
buyers. Finally, because of the unavailability of a sample frame, a convenience sampling 
technique was applied to the study.  
It is proposed that future studies address other combinations of antecedents and 
postcedents in the seller-business relationship research model, and not necessarily as alter egos, 
but as a sequence of causes and outcomes of actions and interactions in seller-business 
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Table I. Business-to-business research on the topics of trust, commitment, satisfaction, 
opportunism and conflict 
Variable Key premise Reference 
Trust Both trust and satisfaction are positively 
related to commitment. The greater the level 
of trust between partners, the higher the 
commitment is and the greater the 
opportunity to secure satisfaction as a 
positive outcome. 
Macintosh (2002) 
An organisation must build relationships 
with customers that are built on the principle 
of trust through the delivery of a high-
quality product or service offering. This will 
ensure increased customer satisfaction, 
resulting in a higher level of commitment.  
Negi and Ketema (2010)  
Trust is a fundamental tool in the creation 
and establishment of long-term 
relationships because without trust, 
commitment cannot be secured. 
Ndubisi (2011) 
A critical element in the relationship-
building process is the element of trust. The 
reason is that parties to a relationship regard 
trust so highly that they will commit 
themselves to a relationship if trust is 
present.  
Jumaev et al. (2012) 
Trust is perceived as a key antecedent of 
commitment, satisfaction and customer 
retention.  
Fang et al. (2014) 
Trust is a prerequisite for positive relational 
exchanges.  
Jarratt and Ceric (2015) 
Trust is an important antecedent of 
satisfaction. Therefore, before trust is 
developed, a satisfaction guarantee should 
exist.  
Mbango and Mmatli (2019); Yang 
(2015) 
Commitment Commitment is a belief that all parties to a 
relationship are bound by a long-term 
intention built on trust. Trust is an 
antecedent to commitment – i.e., the higher 
the levels of trust, the more elevated the 
level of commitment.  
Morgan and Hunt (1994) 
Increased levels of customer commitment 
are influenced by the customer’s belief that 
he/she has received greater levels of value 
and satisfaction from a relationship. 
Wong and Zhou (2006) 
Both trust and commitment function as 
important antecedents to satisfaction as an 
outcome of a relationship. 
Nyaga et al. (2010) 
Higher levels of trust in B2B relationships 
enhance the level of commitment between 
the parties. This secures an increased 
willingness to cooperate and work together 
for the long-term benefit of all parties 
concerned.  
Voldnes et al. (2012) 
The attitude of a customer towards the value 
received from an organisation depends on 
the quality of the relationship experienced 
with that organisation, which is based on 
Purnasari and Yuliando (2015) 
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elements like customer satisfaction, trust 
and commitment. 
Commitment has a close relationship with 
trust resulting in a willingness to continue 
with the relationship.  
Kuhn and Mostert (2016) 
Commitment is positively related to trust 
and satisfaction, enhancing the willingness 
to engage with the firm in future. 
Petersen et al. (2018) 
Satisfaction Satisfaction is a key element in the 
relationship management process and 
influences the willingness of all parties to 
have a long-term orientation to the 
relationship.  
Geyskens et al. (1999) 
Satisfaction is the outcome of a relationship 
between two parties in a B2B or B2C 
environment. Trust is positioned as a 
precursor to satisfaction in a buyer–seller 
relationship.  
Rodríguez et al. (2006) 
The customers of an organisation choose the 
supplier that they can trust to do business 
with, thereby developing their level of 
satisfaction. Trust is perceived as a central 
element to any buyer-supplier relational 
strategy.  
Deng et al. (2010) 
Customer satisfaction based on trust 
enhances customer re-purchase intention, 
increasing organisational profitability in the 
long term. 
Yeung et al. (2013) 
Trust is a key contributor to satisfaction.  Altinay et al. (2014) 
Satisfaction is that part of the buyer-supplier 
relational experience where the parties 
decide to continue with the relationship or 
not.  
Clampit et al. (2015) 
Channel satisfaction is an important factor 
that could lead to greater levels of 
channel engagement. It is perceived as an 
important driver or cause of other 
relationship-orientated constructs.  
Ferro et al. (2016); Ha et al. (2016) 
Opportunism Actions in B2B relationships that inertly or 
purposefully abuse a relationship to secure 
a beneficial advantage 
Wathne and Heide (2000) 
The intention to misinform and mislead for 
economic benefit in a B2B relationship.  
Dahlstrom et al. (2014) 
A negative influence that is financially 
harmful to another party. 
Zhou et al. (2015) 
Activities founded on deception in B2B 
relationships to intentionally mislead 
another party through the distortion of truth 
and or the spreading of lies. 
Foss and Weber (2016) 
Conflict Actions that can either be developmental or 
damaging to channel relationships. In most 
academic research, conflict is described as 
injurious to the relationship-building 
process. 
Hunt (1995) 
A process or experience whereby one party 
perceives his/her interest to be negatively 
influenced by the other party.  
Standifer and Wall (2010) 
An outcome of the inability by one party to 
deliver on promises made to the other party.  
Mazaheri et al. (2011) 
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The actions flowing from dependent 
engagement in reaction to barriers that 
limits a partner’s ability to reach their set 
objectives. It should be noted that conflict is 
ever present in supply chain relationships. 






Table II. Satisfaction as a connector between constructs in relationship building research 
Variable Key premise Reference 
Satisfaction When customers transact with a supplier, 
they may experience different emotions 
towards the transaction, affecting their 
overall level of satisfaction. Therefore, 
satisfaction is a construct with different 
antecedents and outcomes, connecting these 
variables to secure a final outcome based on 
experience. 
Suki (2011) 
Satisfaction is considered a prerequisite to 
ensure the continuance of business 
relationships. Hence, satisfaction is a 
critical element when partners to a 
relationship decide on the continuation or 
discontinuation of such a relationship. 
Overall, satisfaction functions as an element 
of engagement between its antecedents and 
postcedents, ultimately guiding a partner on 
future decisions to remain committed to the 
relationship. 
Voldnes et al. (2012) 
Satisfaction as a construct reflects a 
customer’s experience based on the 
fulfilment of expectations and needs. As a 
result, satisfaction is influenced by factors 
that guide the experience of the customer in 
terms of the exchange process through the 
connection of antecedents and postcedents. 
Fang et al. (2014) 
Customers evaluate their satisfaction 
experience based on their expectations of a 
product or service prior to purchase or 
engagement with the supplier. Therefore, 
satisfaction functions as an intervening 
variable that is grounded in the expectancy-
disconfirmation paradigm since it is 
influenced by different factors 
(antecedents), resulting in multiple 
outcomes, depending on the satisfaction 
experience. 
Fernández-Sabiote and Román 
(2016)  
 Through an understanding of the factors that 
influence customer satisfaction, suppliers 
are enabled to better determine outcomes. 
Satisfaction as a connecting variable 
empowers parties to a relationship with 
knowledge on the factors that could 
stimulate an intention to continue using a 
product or service and how to stimulate 
spending by negating negative influences, 
ultimately influencing the outcomes of the 
satisfaction experience. 
Van Lierop and El-Geneidy (2016) 
 Customer satisfaction is an important factor 
that influences the value perception of a 
customer. The customer satisfaction 
experience is influenced by external factors 
that also influence the final satisfaction 
outcome of the customer, illustrating its 
Rubera and Kirca (2017) 
 
 52 
importance as an intervening variable in 
relationship building. 
 The role played by satisfaction as a 
relationship-building tool is guided by the 
factors that influence it in a positive or 
negative manner, resulting in a desire to 
continue or discontinue the relationship. 
Therefore, its role as a critical factor linking 
other relational constructs in long-term 
relationship building is evident. 





Table III. Nature of business, full-time employee equivalent and annual turnover 
 
 
Nature of business Count Full-time employee equivalent Count 
Annual turnover 
(euro) Count 
Accommodation, café or 
restaurant 11 1-4 9 0-4.9 million 52 
Agriculture, forestry or 
fishing 9 5-9 15 5.0-9.9 million 16 
Communication services 21 10-19 17 10.0-24.9 million 38 
Construction 12 20-49 33 25.0-99.9 million 37 
Cultural or recreational 
services 5 50-99 35 100+ million 70 
Education 6 100-249 29 Total 213 
Electricity, gas or water 13 250+ 75 
Finance and/or insurance 20 Total 213 
Government administration or 
defence 5 




Personal and other services 10 
Property and business services 8 
Retail trade 19 
Transport and storage 15 
Wholesale trade 20 
Total  213 
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Table IV. Seller-business relationship items 










a)  This customer is fair in its negotiations with us. 213 3.87  
 
3.99 
0.89 0.58 0.76 
b)  We can rely on this customer. 213 3.94 0.88 0.80 0.89 
c)  This customer is trustworthy. 212 4.16 0.78 0.74 0.86 
Commitment 
a)  We would like to continue our relationship with this customer. 213 4.69  
 
4.63 
0.55 0.77 0.88 
b)  We intend to do business with this customer well into the future. 213 4.64 0.63 0.87 0.93 
c)  We are dedicated to continuing doing business with this customer. 213 4.57 0.64 0.77 0.88 
Satisfaction 
a)  Our firm is comfortable about its relationship with this customer. 213 4.31  
 
4.30 
0.79 0.72 0.85 
b)  The relationship between us and this customer is positive. 213 4.34 0.73 0.71 0.84 
c)  Our firm is content about its relationship with this customer. 213 4.24 0.86 0.72 0.85 
Opportunism 
a)  This customer does not always keep what they promise. 213 2.49  
 
2.43 
1.00 0.58 0.76 
b)  This customer alters the facts slightly in order to get what they need. 213 2.46 1.06 0.72 0.85 
c)  This customer is not always honest with us. 213 2.34 0.99 0.77 0.88 
Conflict 
a)  We often have disagreements with this customer. 212 2.22  
 
2.20 
0.92 0.82 0.90 
b)  We often have different opinions when dealing with this customer. 212 2.51 0.97 0.62 0.79 















1 Trust Satisfaction 0.62 0.00 Supported 
2 Commitment Satisfaction 0.39 0.00 Supported 
3 Trust Commitment 0.33 0.00 Supported 
4 Satisfaction Opportunism -0.57 0.00 Supported 
5 Satisfaction Conflict -0.35 0.00 Supported 





Table VI. Squared inter-construct correlations and summary statistics 
Construct 1. 2. 3. 4. 5. 
1. Trust 1.000     
2. Commitment 0.11 1.000    
3. Satisfaction 0.52 0.35 1.000   
4. Opportunism 0.48 0.11 0.27 1.000  
5. Conflict 0.40 0.19 0.33 0.46 1.000 
Variance explained 70.7% 80.3% 71.7% 69.0% 73.0% 





Figure 1. Seller-business relationship research model 
 




Figure 2. Seller-business relationship structural research model 
 
Source: Researcher’s own construct 
 
